With the constantly rising share of online accommodation bookings, finding out how customers perceive the website e-service quality is becoming increasingly important in order to build strong satisfaction and create loyal customers. The main goal of the study was to analyze how Serbian customers perceive the quality of service provided by lodging e-intermediaries. Correlation matrix and multiple regression analysis were used to determine the impact of each of 6 e-service quality dimensions on satisfaction of e-intermediary customers. The questionnaires were distributed during the research period of 3 months (July-September, 2015). The study has shown that only three out of six dimensions have impact on customer satisfaction, comprising 63.9% of total customer satisfaction: reliability, information quality, and personalization.
INTRODUCTION
Information technologies have a significant influence on the tourism as a whole, especially the rise of the Internet which accelerated innovation in the tourism sector. Predictions are that this trend will continue (Avdimiotis et al., 2009 ).
The worldwide number of Internet users is constantly growing, followed by the growing number of Internet users purchasing online. This trend affected the hotel industry too, with online sales today being an indispensable distribution channel for hotels, regardless of their size, category or location. The overall number of accommodation bookings over the Internet is constantly growing, which is confirmed each year by numerous researchers. According to Phocuswrite, in some developed countries and regions of the world, booking accommodation over the Internet makes up more than 40% of the total number of bookings (Europe -45%, USA -43%). In developing countries, this percentage is significantly lower (Eastern Europe -27%), but it records constant and higher growth. The average growth in the period 2011-2015 for Eastern Europe accounted for 25%, which is several times more than in Europe (8%) or the US (7%) (World Travel Market, 2015) . Tourism is an information-intensive industry with information exchange between the seller and the buyer carrying a high risk of losing quality of information or misunderstanding. The value of information is derived from its systematicity, comprehensiveness, completeness, objectivity and specificity (Popesku, 2011) .
Internet and e-commerce are enabling greater interactivity and flexibility of operations, faster and cheaper operations compared to traditional, higher level of integration of business segments, etc (Vitić-Ćetković, 2009) . Following this trend, there is the need to understand how customers perceive the e-service quality (e-SQ) when purchasing accommodation. Having a high service quality and satisfied customers is an important goal in the strategy of any successful organization. Thus, a large number of research studies have been done in this field.
According to data of the Serbian Statistical Office in 2015 (Kovačević et al., 2015) , 65.3% of people used the Internet in the last three months, following the continuous growth of the Internet users in Serbia over the past years. Although the number of internet users in Serbia, who bought or ordered goods or services online over the past 12 months, increased in the last three years by 11% (33.3% in 2015 compared to 22% in 2012) , the number of those users who have purchased accommodation online grew in the same period by only 2.8%, which is significantly smaller percentage of growth in relation to the total increase of users who purchase goods and services online (Vukmirović et al. 2012) .
The questions are what causes this situation, what Internet users in Serbia expect while purchasing accommodation online and whether the customers perceive website service as satisfactory. The particular research focus of this study was the use of lodging e-intermediaries, namely Online Travel Agencies (OTA), companies operating online which mediate between companies that provide tourist services and its customers (Davidson & Burgess, 2006) . Therefore, the research problem was exploring the e-SQ dimensions of lodging e-intermediaries when purchasing accommodation and their impact on the satisfaction of Serbian customers. The goal was to answer what e-SQ dimensions affect Serbian user satisfaction the most, from the aspect of quality of e-service provided by lodging e-intermediaries.
LITERATURE REVIEW

Service quality
Most studies on customer perceived satisfaction of provided service are based on traditional models. One of the most widely used and most well-known models for customer satisfaction research is certainly the SERVQUAL model. Parasuraman et al. (2005) note that the literature on the subject of service quality is dominated by the research of the services provided by the people -the traditional concept of quality of service. However, purchasing online (e-commerce) means that the customers are primarily interacting with the website instead of the person as the service provider. Therefore, the question remains as to whether the conclusions of the traditional service quality research are valid in the context of services provided online, where the interaction takes place between customers and technology, as well as determining how similar the process of evaluation of the traditional quality of service is compared to quality of electronic services.
The quality of e-services can be defined as the customers´ overall evaluation and judgment of the excellence and quality of e-services offerings in the electronic environments (Santos, 2003 , quoted in Bauernfeind et al., 2006 . Zeithaml et al. (2002) defined the concept of e-services quality as "extent to which a website facilitates efficient and effective shopping, purchasing, and delivery of products and services" (Zeithaml et al., 2002) . Furthermore, Zeithaml et al. (2009) identified neither low price nor quality of the website as the key success factors for the company that uses the latest technology, but the e-SQ.
According to Bogdanovych et al. (2007) , there is a shift in user preferences from products and services to experiences. For many travelers, the service has become secondary, and service providers must provide the user experience above the basics. Only good service is not enough. Travelers nowadays decide on the purchase based on the quality of experience they receive in the course of travel choices. It is unlikely that customers will thoroughly evaluate each sub-process during online purchase, but will rather perceive the service as an overall process and outcome (van Riel et al., 2001 , cited in Lee & Lin, 2005 . Also, the customer-specific attributes can influence the attributes that customers desire in an ideal website and the performance levels that would signal the superior e-service quality (e-SQ) (Parasuraman et al., 2005) . Udo et al. (2010) have shown that the benefits offered by the provider and the content of the website have a significant positive effect on the customers' e-SQ perception. Although, unlike the traditional service quality research, e-SQ research is at the initial stage (Serkan et al., 2010) , a number of previous studies suggest that the e-service satisfaction, and consequently the behavioral intentions of consumer or e-loyalty, are largely influenced by the quality of e-services provided (Lee & Lin, 2005; Cristobal et al., 2007; Cyr, 2008; Marimon et al., 2010; Bernardo et al., 2012 ; Alonso-Almeida et al., 2014) .
E-service quality research models Yoo & Donthu (2001) developed the nineitem scale of SITE-QUAL with the following four dimensions of quality: ease of use, aesthetic design, processing speed, and security quality dimensions (Su, 2014) . Loiacono et al. (2002) developed WebQual, a scale with 12 dimensions which is developed at several stages, in different domains, providing information mainly regarding the web site design while having limited results when it comes to service quality as experienced by customers. According to Barnes & Vidgen (2002) , despite the provision of a valid profile of e-SQ, WebQual does not give descriptive advice on how an organization can improve its online sales and services. Wolfinbarger & Gilly (2003) developed a four-dimensional eTailQ scale: website design, reliability/fulfillment, privacy/security and customer service. Zeithaml et al. (2000 Zeithaml et al. ( , 2002 and Parasuraman et al. (2005) conducted a study related to the quality of internet services having their previous research of the quality of services provided through the traditional distribution channels as starting point, which resulted in development of ES-QUAL scale with four dimensions (out of the original 11 dimensions) and E-RecSQAUL three-dimensional e-recovery service quality scale.
In addition to these models, a number of researchers offered additional models which were modified in order to be more adjusted to specific questions and research problems. As most of the research was concentrated on the online retailing services or the quality of the website design, Cristobal et al. (2007) have proposed a four-dimensional model indicating other aspects of eservices, in addition to the design and usability, which affect the consumer's perception of eSQ, called PESQ, and include web design, customer service, assurance and order management. This model was modified with the aim to provide the analysis of profits generated by higher perceived quality in terms of user satisfaction and loyalty, which is also considered by Smith & Synowka (2014) as not fully analyzed. Raman et al. (2008) were doing research on the Internet banking adoption and suggested a model with six dimensions of quality e-services: ease of use, appearance, reliability, customization, communication and incentive. Swaida & Wigand (2009) also proposed a six-dimensional model: website usability, information quality, reliability, responsiveness, assurance and personalization. They identified that individual e-service quality dimensions are related to different types of customer loyalty (e.g. whether the loyalty is tied to the price or personal preferences). Santouridis & Krikoni (2016) added two dimensions to E-S-QUAL model aiming to include e-SQ hedonic aspects. Among them is the modified model E-S-QUAL, developed by Bauernfeind et al. (2006) intended to study the online B2C recommender systems quality of service, which was used as the basis for the herein conducted research (Figure 1 ).
RESEARCH MODEL AND HYPOTHESES
Research Model
Starting from initial areas of E-S-QUAL scale, an e-service quality instrument developed by Parasuraman et al. (2005) , which has been identified by Zeithaml et al. (2000) , Bauernfeind et al. (2006) , conducted a study intended to research the e-SQ of 15 online B2C recommender systems. The main goal of their research was to develop a research instrument which would be more suitable for recommender systems e-SQ research, having in mind the non-profit context of some recommender websites and lack of emphasis of personalization of the search and configuration process and the conversational character of this process within the existing instruments. As a result, they developed the scale with six dimensions of e-SQ (System Availability/Reliability, Structure/Usability, Information Quality, Efficiency, Safety/Privacy, and Personalization) with a total number of 22 items. Bauernfeind et al. (2006) .
E-service quality dimensions and development of hypotheses
Research developed by Bauernfeind et al. (2006) , which also included some of the lodging e-intermediaries, was considered the best suitable model for this research having in mind the similarities (almost half of the e-intermediaries used in the Bauernfeind et al. (2006) research were lodging e-intermediaries). As the analysis of Serbian customers perception of e-SQ provided by lodging e-intermediaries and their impact on satisfaction was the primary goal of the study, the question imposes as to which of the six dimensions defined by Bauernfeind et al. (2006) have an impact on satisfaction perceived by Serbian customers.
In accordance with the research problems, and the dimensions of the model used, six starting hypothesis were defined: ◆ Hypothesis 1: "System Availability/ Reliability has positive influence on e-SQ satisfaction". 
RESEARCH METHODOLOGY Measures
As mentioned, the model developed by Bauernfeind et al. (2006) was used as a basis for the questionnaire used in the survey conducted herein. The collection of information about the user experience in the process of booking accommodation through lodging e-intermediaries, as well as showing the impact of individual e-SQ dimensions on the overall consumer satisfaction, were the main directions of the questionnaire design process.
A seven-point Likert scale was used for measuring e-service quality items, anchored at one (completely irrelevant / fully disagree) and seven(very important / fully agree), representing the extent to which respondents agree or disagree with the statements. The questionnaire consisted of two parts. The first part was designed to gather the basic information about customers, as well as information on habits and use of lodging e-intermediaries for booking accommodation. The second part of the questionnaire which refers to dimensions and aspects of the e-SQ provided by a websites, has a total of 25 items of which 22 are related to the e-SQ dimensions (6 dimensions) with the remaining three items related to customer satisfaction ( Table 1 ). Given that this research relates to to a narrower field of research than Bauernfeind et al. study, focusing exclusively on lodging e-intermediaries, individual items of the questionnaire were adapted accordingly.
Subjects and procedure
Research questions and hypotheses were done on the basis of the existing models of e-SQ research and literature references. In order to further ensure the validity of the research, the authors have conducted a pilot test with ten PhD students from several universities in Serbia who reviewed the original questionnaire, after which the final version was developed. Given that this research was intended solely for citizens of Serbia, the questionnaire was made only in Serbian, and distributed over the Internet and in printed form. The online questionnaire was created as an online form for easier automated data collection.
The sample was formed by using the convenience sampling. A total of 384 question-
e-SQ dimensions Questionnaire items
System Availability/Reliability
The website is immediately available and does not need long loading times.
The website operates without problems.
Structure/Usability
The website's structure is good.
Type face and size are appropriate.
A booking procedure is clearly structured and traceable.
The user finds easily what he/she is looking for.
Information Quality
The user gets sufficient additional information about the property.
The recommendations are clearly arranged.
The system gives sufficient information about the accommodation.
The recommendations are up-to-date.
Efficiency
Recommendations can be obtained with a minimum of effort (data input).
A comparison between properties, rates and offers is easily available. The recommendations meet my expectations regarding usefulness and quality.
The system enables me to get results quickly.
Safety/Privacy
Enough information about security issues is given at this web site. The user is informed about the handling and utilization of personal data.
Security standards seem to be sufficient.
Information about the security system appears to be sufficient. The use of a security certificate is announced explicitly.
Personalization
I had the impression that the recommendations and suggestions are targeted to my user profile.
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e-SQ dimensions Questionnaire items
The impression was given that the system considers my preferences and constraints. The bookings can be individually tailored.
Customer Satisfaction
Overall, I am satisfied with this website.
I booked accommodation satisfactorily with this website. The recommendations meet my expectations. Bauernfeind, 2016. naires were collected in the period from July 2015 to September 2015. This period was chosen because of the holiday season with the assumption that larger number of customers would be more active in this period from the aspect of booking accommodation online. The research time-frame of three months was set to minimize the possibility of significant changes and differences in the perceptions in order to additionally insure the validity of the study.
All the data collected were from customers who had previously used the lodging e-intermediaries. Out of the total number of questionnaires, only 148 questionnaires or 38.54% were valid, and met the pre-requirements that the respondent was a citizen of Serbia and that the respondent booked accommodation through any lodging e-intermediary in the last twelve months. Only fully completed questionnaires were taken into consideration for further processing.
Out of the total number of respondents, 56.75% belong to the age group of 25-34, and 12.16% are respondents who belong to the age group of 45-54. The largest number of respondents (89.19%) have college or higher university education, and 87.84% are employed or students. If compared with the total population of customers from Serbia who were purchasing accommodation online, it is obvious that this sample largely coincided with the total population of these users in Serbia. The relationship of individual dimensions of the e-SQ and their impact on total customer satisfaction was a potential reason for the relatively slow growth in the number of users from Serbia who purchase accommodation online.
Statistical analysis
SPSS 20 software was used for all data analyses. Research reliability was confirmed by using Crombach's Alpha, which was 0.942 for the whole research, while individual coefficients of all dimensions were greater than 0.800, except for Usability that has an acceptable coefficient of 0.647, with cross-correlations higher than 0.3.
Pearson correlation matrix was used to indicate the relationship straight between the variables assumed in the hypotheses (Satapathy et al., 2013) . The proposed hypotheses were tested by the use of multiple regression analysis to determine the impact level of e-SQ dimensions on the overall satisfaction.
RESULTS
Demographics, use of accommodation booking e-intermediaries and service quality satisfaction
The first part of the research aimed to present the demographic data in this study and to indicate the way in which customers use lodging e-intermediaries to find and book accommodation. Most of the respondents were women (58.11%), while most of the examined persons aged 25-44 years (81.08%). The majority of respondents are employed (82.43%) and have college or university degree (89.19%). Having used the convenience sampling method, a relatively large number of highly educated respondents is understandable and expected, given that the majority of respondents was obtained through university and business networks and groups on social networks.
Serbian customers book accommodation via e-intermediaries up to 10 times a year, mostly for stays of maximum six nights and with no preferences when it comes to the reason for traveling (business or pleasure). Most customers begin the process of booking accommodation by going directly to the homepage of the preferred e-intermediaries or use Google search. The most commonly used e-intermediary is Booking.com. During the selection process, the majority of Serbian customers will compare multiple properties, usually even 15 and more, and will mostly book double rooms in hotels, while other types of properties are about equally represented.
The following section of the questionnaire examines the six dimensions of e-SQ and the user perception of satisfaction with the lodging e-intermediaries service. The means for individual dimensions show that Serbian customers expressed the lowest satisfaction with Security (4.989) and Personalization (5.527). On the other hand, Reliability (6.318) and Usability (6.098) are the dimensions that customers were most satisfied with, though satisfaction with the Information quality (5.905) and Efficiency (5.804) show average values.
The item that customers are most satisfied with is "The web site is immediately available and does not need long loading times" indicating that the access speed is very important for customers from Serbia. Accordingly, another item that customers are most satisfied with is "The website operates without problems". Upon observing the first five aspects that customers are the most satisfied with, it is clear that the speed of website access and fast and easy booking process are very important for Serbian lodging e-intermediary customers.
On the other hand, items that customers are most dissatisfied with show that the greatest concern of lodging e-intermediary customers is safety and use of personal data. An overview of mentioned items shows that people are not completely confident that their data are well guarded and will not be abused, or that the possibility of their misuse is excluded.
Pearson correlation matrix
The following correlation matrix indicates that the e-SQ dimensions show a positive correlation with customer satisfaction. Dependent (customer satisfaction) and independent variables (e-SQ dimensions) both show the correlation coefficients smaller than 0.700, indicating that there is no multicollinearity (Sekaran and Bougie, 2010) . A significant positive relationship can be seen between the e-SQ dimensions and satisfaction, with Information Quality having the strongest relationship of 0.695, followed by Efficiency (0.642) and Personalization (0.630), while the weakest relationship is with safety (0.461). This research shows that the information quality is the most dominant of e-SQ dimension for Serbian customers.
Regression analysis
Regression analysis was used to test e-SQ dimensions against the customer satisfaction. Hypotheses were tested to determine e-SQ dimensions significance to customer service. The results (Table 3) show that e-SQ dimensions in this study provide an explanation for 63.9% of consumer satisfaction following that the coefficient of determination (R2) is 0.639.
According to Cohen's rules for the effects sizes, the coefficient of determination over 13.8% is considered large (Cohen, 1998 , as cited in Jitpaiboon & Rao, 2007 . ANOVA test (Table 5) showed that the used model was adequate, as the F-statistic = 44.308 was significant at the 1% level (p < 0.01) and that there is a statistically significant relationship between the e-SQ dimensions and customer satisfaction. On the other hand, it is necessary to check whether this applies to all e-SQ dimensions individually.
Model
Based on the standardized regression coefficient ß and T-static values at p< 0.01 (Table  4 ), the individual model variables revealed that Information Quality (0.392), Personalization (0.316) and Reliability (0.217) have a significant and positive relationship on customer satisfaction. On the other hand, Efficiency although having a positive relationship (ß = 0.145), is not statistically significant (t = 1.888, p> 0.01), while Usability (ß = -0.005, t = -0.058, p> 0.01) and Safety (ß = -0.071, t = -1.061, p> 0.01) show a negative effect on customer satisfaction, but their effect is not statistically significant.
DISCUSSION
This research has shown that there is a significant relationship between the e-SQ dimensions and Serbian customer satisfaction with the e-service of lodging e-intermediaries. The survey results clearly show that the research model used is reliable and valid.
Initial hypotheses were tested in order to resolve the research problem. E-SQ dimension means ranged (1 to 7) from 4.989, which was the mean for Safety, to 6.318 for Reliability. Correlation matrix showed that all e-SQ dimensions tested in this study have had a positive correlation with customer satisfaction.
Furthermore, the regression analysis showed that the Serbian user satisfaction is mainly affected by three e-SQ dimensions: Information Quality, Personalization and Reliability. Thus, the hypotheses related to these e-SQ dimensions have been confirmed. On the other hand, concerning the remaining three dimensions (Efficiency, Usability and Safety), although having some relationship with customer satisfaction, the effects were not statistically significant. Consequently, the hypotheses related to these e-SQ dimensions have been discarded. Table 6 shows the overview of the confirmed and discarded hypotheses.
Hypothesis Result
Hypothesis 1: System Availability/Reliability has positive influence on e-SQ satisfaction Confirmed The hypotheses testing proved that some of the e-SQ dimensions are positively affecting satisfaction of Serbian customers. On the other hand, if we compare the means of the respondents expressed satisfaction for e-SQ dimensions with the relationship of those dimensions with customer satisfaction, we come to the conclusion that Serbian customers are most satisfied with the reliability of lodging e-intermediaries, whose effect on satisfaction is the smallest. Customer satisfaction with the remaining two e-SQ dimensions that have proven to have effect on customer satisfaction is lower, and leaves room for improvement.
If we compare the results of this research with the results that Bauernfeind et al. acquired in Austria, it is evident that both studies have shown that the e-SQ dimensions have an effect on customer satisfaction. However, there are differences regarding which dimensions affect user satisfaction and which do not, meaning that there are differences in the perception of e-SQ of e-intermediaries in different regions and countries (Table 7) .
Based on these differences, it is possible to conclude that the number of e-SQ dimensions is not exhaustive, and that further research is required to investigate a larger number of dimensions. Bauernfeind et al.(2006) Results of the research on Serbian customers
Efficiency
Information Quality Personalization Personalization Safety Reliability Given that this research was conducted on a convenient sample and that the sample is relatively small, this study cannot be considered as representative, but as a starting point for further research.
CONCLUSIONS
Customer satisfaction in this study was conceptually set very narrow within the framework of the six e-SQ dimensions. Following that the e-SQ dimensions show variation in representing the customer satisfaction with a total of 63.9%, there is a significant space of 36.1% of variation explained by factors which are not examined herein. The study refers to the perception of satisfaction with e-service offered by lodging eintermediaries exclusively, and therefore has limited use when it comes to other types of websites and e-intermediaries in different industries. The information quality has shown the largest effect on customer satisfaction in this study. There is a possibility that in different circumstances and/or environment, some other dimensions may show a much greater importance. This research has shown that the e-SQ dimensions have an essential role in achieving the customer satisfaction. The results also show that there is a possibility for further improvement of lodging e-intermediary services as the customers are not fully satisfied with the most significant e-SQ dimensions. Also, the results and the differences in the results of this and other studies show that it is necessary to further improve the personalization of websites and adapt them to customers from different regions and countries.
Partial differences in the results of this study compared to other studies indicate that, due to the changing preferences of customers and their perception of the quality, there is a necessity to conduct analyses of the perception of the e-SQ on a regular basis, in order to be up-to-date with the ever changing needs and expectations of customers. Also, the differences in the e-SQ dimensions that have effects on customer satisfaction indicate that it is necessary to set up a broader research framework involving a larger number of e-SQ dimensions for further research.
